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PREFACE 

This  report  summarizes  economic  and  statistical  information  concerning 
the  marketing  of  floral  products  in  mass  market  outlets.   Data  in  this  report 
were  obtained  from  selected  local,  regional,  and  national  food  chain  super- 
markets and  variety  stores.   These  data  describe:   (l)  Floral  commodities 
being  sold;  (2)  sources  of  supply;  (3)  marketing  methods  and  practices; 
(k)   marketing  services  needed  to  expand  the  market  for  floral  commodities; 
(5)  pricing  policies;  and  (6)  problems  of  mass  outlets  in  establishing  a 
merchandising  program  for  floral  products. 

This  study,  prepared  by  the  Marketing  Research  Division,  Agricultural 
Marketing  Service,  is  one  of  several  concerned  with  marketing  practices  and 
problems.   The  research  upon  which  it  is  based  is  part  of  a  broad  program  of 
research  designed  to  expand  the  market  for  farm  products. 
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EXPANDING  THE  RETAIL  MARKET  FOR  FLORAL  PRODUCTS 

Some  Economic  Aspects 

By  Elmer  J.  Moore ,  agricultural  economist 

Market  Organization  and  Costs  Branch 

Agricultural  Marketing  Service 

SUMMARY  AND  CONCLUSIONS 

This  report  provides  information  for  growers  ana  wholesalers  on  marketing 
services  and  functions  to  expand  the  market  for  floral  commodities  in  food 
chains  and  variety  stores. 

Data  on  floral  marketings  were  collected  for  1955  and  1958  from  8  local, 
regional,  and  national  food  chains  and  variety  stores. 

Potted  plants  comprised  the  majority  of  total  sales  of  floral  products 
through  mass  outlets  in  1958.   Cut  flower  sales  decreased  in  mass  market 
outlets  between  1955  and  1958. 

Mass  market  outlets  obtained  cut  flowers  from  wholesale  florists,  whole- 
sale growers,  and  shippers  or  assemblers,  approximately  in  this  order;  while 
potted  plants  were  obtained  mostly  from  wholesale  growers.   Agreements  with 
suppliers  were  used  by  5  of  the  8  firms  surveyed. 

Seven  of  the  8  firms  preferred  Wednesday,  Thursday,  and  Friday  for  deliv- 
ery of  floral  products.   Saturday  usually  was  the  day  of  highest  sales  for 
cut  flowers. 

Most  of  the  firms  surveyed  sold  cut  flowers  seasonally.   Spring,  fall, 

winter,  and  summer  were  ranked  in  order  of  importance  on  the  basis  of  total 

dollar  sales  for  cut  flowers.   Potted  plants  were  sold  throughout  the  year  by 
6  of  the  8  firms. 

The  retail  margin  averaged  ^5  percent  for  cut  flowers  and  k-3   percent  for 
potted  plants.   Six  of  8  firms  reported  using  a  flexible  pricing  policy  for 
potted  plants,  while  all  firms  followed  a  flexible  pricing  policy  for  cut 
flowers . 

Spoilage  losses  per  dollar  of  purchases  averaged  10  percent  for  cut 
flowers  and  5  percent  for  potted  plants. 

Problems  faced  by  mass  market  outlets  in  establishing  a  merchandising 
program  for  cut  flowers  included:  (l)  Not  enough  consumer  demand  to  make  the 
sale  of  cut  flowers  profitable;  (2)  physical  characteristics  which  make  these 
products  difficult  to  handle;  (3)  almost  complete  lack  of  packaging  materials 
and  display  equipment  to  maintain  quality,  appeal  to  the  consumer,  and  provide 
ease  of  product  handling;  (4)  difficulty  of  obtaining  good  quality  products 
during  peak  demand  periods,  and  (5)  inefficient  and  inconvenient  delivery 
arrangements. 


Solutions  to  these  problems  are  needed  by  mass  market  outlets  to  in- 
crease the  sales  of  floral  commodities  for  home -use  demand. 

The  home  use  of  flowers  is  indicated  as  a  potential  area  for  market  ex- 
pansion of  floral  products  if  these  products  are  conveniently  available,  easily 
accessible,  and  reasonably  priced.   Researchers  have  found  that  retailers  and 
mass  market  outlets  that  have  tried  to  satisfy  the  home -use  demand  for  floral 
products  have  had  adequate  profits  on  sales. 

INTRODUCTION 

Marketing  floral  products,  in  food  supermarkets  and  variety  stores  is  in- 
creasing and  assuming  greater  importance  to  growers,  wholesalers,  and  retail- 
ers of  floral  products. 

This  report  is  based  upon  data  obtained  for  1955  and  again  in  1958  from 
k   local,  regional,  and  national  food  chains  and  h   national  variety  chains, 
which  included  2,300  food  stores  and  2,200  variety  stores.   Data  were  obtained 
from  buyers  responsible  for  purchasing  horticultural  specialties  for  each 
chainstore . 

Basic  questions  asked  respondents  were:  (l)  "Which,  from  whom,  and  how 
are  floral  supplies  obtained?"  (2)  "When  and  how  are  these  products  sold?" 
(3)  "What  services  are  needed  to  expand  the  market  for  floral  products?" 
(h)    "What  are  your  important  problems  in  establishing  and  maintaining  a  mer- 
chandising program  for  these  products?" 

PRODUCTS  SOLD 

Mass  market  outlets  included  in  this  survey  sold  both  cut  flowers  and 
potted  plants  including: 

Cut  Flowers  Potted  Plants 


Gladiolus  Azaleas 

Orchids  Foliage  plants 

Gardenias  Hyacinths 

Roses  Lilies 

Carnations  Hydrangeas 

Daffodils  Tulips 

Chrysanthemums  Chrysanthemums 

Tulips  African  violets 

Lilies  Begonias 

Narcissus  Poinsettias 

Snapdragons  Narcissus 

Stat ices  Philodendron 

Stocks  Gardenias 

Sales  volume  by  commodities  were  not  obtained,  but  indications  were  that 
potted  plants  comprised  the  major  part  of  the  sales  of  floral  products. 


Source  of  Supply 

Wholesale  merchant  and  commission  florists,  wholesale  growers,  and  ship- 
pers or  assemblers,  in  this  order,  were  the  principal  suppliers  of  cut  flowers 
"for  mass  outlets  (table  1).   Between  1955  and  1958,  wholesale  commission 

rists  became  less  important  sources  of  cut  flowers  for  mass  market  outlets. 

Wholesale  growers  supplied  mass  outlets  with  most  of  their  potted  plants. 
all  quantities  of  potted  plants  were  also  obtained  from  shippers  or  assem- 
blers and  wholesale  merchant  and  commission  florists  (table  2). 

These  firms  reported  no  great  difficulty  in  locating  sources  of  supply. 
Except  during  peak  demand  periods,  buyers  could  plan  advertisements,  displays, 
and  other  merchandising  techniques  on  the  basis  of  the  anticipated  supply  of 
,rs  and  potted  plants.  Maintaining  supplies  was  consistently  placed 
ird  as  a  marketing  problem  by  these  firms. 

Table  1  .--Sources  of  supply  of  cut  flowers  for  selected  mass  outlets, 

1955  and  1958 


Percentage  of 

total 

dollar  volume 

supplied  by. 

Firm  l/ 

Wholesale 
commission 

Wholesale   ] 

Shipper 
or 

florist 

grower 

assembler 

1955 

Percent 

Percent 

Percent 

2           : 

50 

0 

50 

3  2/        : 

- 

- 

— 

k 

10 

90 

0 

5          : 

90 

10 

0 

6          : 

75 

25 

0 

7 

50 

50 

0 

8 

10 

90 

0 

. 

3  2/ 

- 

- 

- 

k 

:     100 

0 

0 

5 

:      60 

ko 

0 

6 

:      25 

75 

0 

7 

:      95 

5 

0 

8 

:      10 

*                  » 

90 

0 

2/  Sources  of  supply  for  this  firm  not  available 


8 

Table  2. --Sources  of  supply  of  potted  plants  for  8  selected  mass  market  outlets, 

1958 


Firm              : 

Percentage  of 

total  dollar  volume  supplied  by: 

Wholesale 

:   Wholesale 

:  Shippers  or 

growers 

:    florists 

:   assemblers 

Percent 

Percent 

Percent 

1 

50 

0 

50 

2 

100 

0 

0 

3 

100 

0 

0 

h 

100 

0 

0 

5 

8o 

20 

0 

6 

100 

0 

0 

7 

100 

0 

0 

8 

:      100 

0 

0 

Procurement  Methods 

Agreements  with  suppliers  were  used  by  5  of  the  8  firms  surveyed.   Of 
these  agreements,  3  were  oral  and  2  were  written.   Most  firms  obtained  their 
supplies  of  floral  products  by  outright  purchase.   In  1955j  ^  of  these  mass 
outlets  obtained  between  5  and  25  percent  of  their  total  dollar  volumes  of 
floral  products  on  consignment,  but  by  1958,  only  3  firms  purchased  on  con- 
signment (table  3)«   Consignment  selling  apparently  was  used  during  the  ex- 
perimental introduction  of  some  floral  products  in  mass  outlets  to  minimize 
risk. 

Table  3- --Procurement  methods  for  floral  products  for  8  mass  outlets,  1958 


Firms          : 

Percentage  of  dollar 

volume 

obtained  by: 

• 

Purchase 

: 

Consignment 

Percent 

Percent 

i  y 

100 

0 

2 

100 

0 

3 

100 

0 

4 

'  100 

0 

5 

90 

10 

6 

100 

0 

7 

:        75 

25 

8 

:        95 

5 

1/   Firm  number  1  sold  only  potted  plants 
plants  and  cut  flowers. 


The  other  7  firms  sold  potted 


Day  of  Week  for  Delivery 

Seven  of  the  firms  preferred  Wednesday,  Thursday,  and  Friday  for  delivery. 
The  eighth  firm  stated  a  preference  for  daily  delivery. 


MARKETING  METHODS  AND  PRACTICES 

Seasonal  Selling 

Cut  flowers  were  sold  seasonally  "by  6  firms  during  1955-   One  firm  sold 
t  flowers  throughout  the  year.   By  1958 *  5  of  the  6  firms  sold  cut  flowers 
seasonally.   The  other  firm  sold  these  products  throughout  the  year. 

The  seasons  for  cut  flowers  ranked  on  the  basis  of  total  dollar  sales, 
were:  Spring,  fall,  winter,  and  summer.   Spring  was  ranked  as  the  best  season 
by  all  firms,  except  one.   Fall  was  ranked  next  to  the  best  season  by  all 
firms.  Winter  was  placed  as  the  best  season  by  1  firm,  third  by  2  firms,  and 
fourth  by  2  firms .   Summer  was  ranked  third  by  2  firms  and  fourth  by  3  f  irmc . 
Two  fir^s  did  not  sell  cut  flowers  during  the  summer,  fall,  or  winter  seasons. 

Potted  plants  were  sold  throughout  the  year  in  6  mass  outlets  and  season- 
ally by  2  firms . 

Daily  Selling 

Of  the  7  firms  selling  cut  flowers,  h   sold  them  only  on  Thursday,  Friday, 
and  Saturday,  and  3  sold  them  throughout  the  week.   In  each  case,  most  of  the 
sales  were  on  Saturday  (table  k) .  Respondents  for  variety  chainstores  with 
national  coverage  reported  that  the  day  of  the  week  with  highest  sales  volume 
differed  according  to  region  and  area. 

Table  h. --Estimated  daily  sales  volume  of  cut  flowers  by  7  mass  market  outlets, 

1955 


Monday   : 

Firms 

Tuesday,  and: 
Wednesday  : 

Thursday 

:   Friday 

Saturday 

Percent 

Percent 

Percent 

Percent 

3 

ko 

10 

20 

30 

2 

0 

10 

50 

40 

k 

:      0 

15 

6o 

25 

5 

0 

25 

50 

25 

6 

10 

20 

30 

40 

7 

:     25 

0 

25 

50 

8 

:      0 

5 

20 

75 

Potted  plants  were  sold  throughout  the  week  by  these  outlets 
tive  amounts  sold  daily  were  not  obtained. 


The  rela- 
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Most  firms  included  in  this  survey  indicated  that  they  have  sold  cut 
flowers  on  a  regular  basis ,  either  seasonally  or  annually,  and  on  specific 
days  during  the  week  since  1950.   Prior  to  1950,  potted  plants,  especially 
green  foliage  plants,  were  sold  on  a  regular  basis  throughout  the  year. 
Potted  plants  were  sold  by  5  firms  for  25  years  or  more  and  by  3  firms  for  5 
to  7  years. 

Margin 

The  retail  margin --the  difference  between  the  price  paid  by  the  mass  out- 
let and  the  price  paid  by  the  consumer- -averaged  U5  percent  for  cut  flowers 
and  k-3   percent  for  potted  plants.   The  range  in  the  retail  margin  in  1955  for 
cut  flowers  was  from  30  to  60  percent,  and  for  potted  plants  from  35  to  50  per- 
cent.  This  margin  includes  both  costs  and  profits  of  these  firms. 

In  this  study,  6  firms  reported  that  they  did  not  maintain  a  fixed  per- 
centage or  absolute  margin  on  potted  plants,  while  2  firms  did.   All  firms  re- 
ported that  they  did  not  maintain  a  fixed  percentage  margin  on  cut  flowers. 
Differences  in  perishability  and  handling  qualities  may  account  for  part  of 
the  small  difference  in  pricing  cut  flowers  and  potted  plants. 

Spoilage  Losses 

Spoilage  losses  were  reported  as  10  percent  per  dollar  of  purchases  fo^ 
cut  flowers  and  5  percent  for  potted  plants. 


PROBLEMS  IN  MERCHANDISING 

Insufficient  market  demand  was  the  most  important  problem  facing  mass 
market  outlets  in  establishing  a  merchandising  program  for  cut  flowers. 
Other  major  problems  encountered  were:   Perishability,  obtaining  adequate 
supplies,  price  fluctuation,  packaging,  display,  and  delivery  arrangements. 

Between  1955  and  1958 >    suitable  materials  for  packaging  cut  flowers  were 
found.  The  delivery  problem  was  simplified  by  delivery  of  cut  flowers  to 
central  warehouses  rather  than  to  individual  stores. 

Solutions  to  all  these  problems,  however,  have  not  been  found.   Decreases 
in  sales  of  cut  flowers  and  increases  in  potted  plants  between  1955  and  1958 
seem  to  indicate  that  all  market  demand  and  supply  problems  have  not  been  met. 


MARKETING  INFORMATION  AND  SERVICES  NEEDED 

The  mass  market  outlets  interviewed  reported  several  areas  in  which  ad- 
ditional information  and  services  are  needed  to  fully  develop  the  market  for 
floral  commodities.   They  felt  a  need  for  information  on  methods  of  pricing 
specific  floral  products  to  maximize  sales  and  profits. 
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Consumer -type  packages  for  cut  flowers  are  needed,  according  to  respond- 
ents in  this  survey.   These  packages  should  vary  in  size  according  to  amount 
and  kind  of  products.   They  should  have  consumer  appeal  and  should  protect 
the  product  to  maintain  quality. 

Current  master  containers  for  cut  flowers  are  too  large  for  use  at  the 
retail  level.   It  was  suggested  that  master  containers  conveniently  sized  for 
use  at  the  retail  level  be  provided.   Thus  excess  handling  might  be  reduced 
at  the  wholesale  level  in  breaking  bulk  quantities  into  the  smaller  quantities 
ally  ordered  by  retail  stores. 

Packaging  and  handling  costs  might  be  reduced  from  the  current  levels  by 
using  more  efficient  methods  such  as  those  used  for  fresh  produce.   With 
improved  packaging  and  handling  methods  transportation  costs  might  be  reduced 
by  moving  floral  products  through  central  warehouses  rather  than  delivering 
to  individual  stores. 

Information  on  "in -store"  and  "home -use"  care  of  floral  products  would 
be  helpful  to  mass  marketers  and  consumers.   Such  information  is  well  known 
to  most  growers  and  wholesalers,  who  have  had  considerable  experience  in 
handling  flowers,  but,  generally,  mass  marketers  and  consumers  are  not  as 
well  informed. 

Display  materials  such  as  colorful  pricing  cards  and  posters  would  assist 
in  the  merchandising  of  floral  products.   Such  items,  along  with  suitable 
stands  and  racks,  play  important  roles  in  making  floral  products  conveniently 
available  and  easily  accessible . 

Good  quality  floral  products  are  required  for  mass  distribution,  accord- 
ing to  respondents  in  this  survey.   In  describing  quality,  freshness  and 
condition  of  the  product,  and  size  and  number  of  blooms  rather  than  stem 
length  were  emphasized.   Respondents  indicated  a  need  for  the  procurement 
services  of  the  broker  or  wholesaler  in  obtaining  floral  commodities  from 
specialized  production  areas. 
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